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Situation 


An increase in childhood obesity was, and continues to be, on an upward trend. In the early 
stages of the Obama administration, First Lady Michelle Obama enacted the “Let’s Move!” 
initiative in an attempt to curb the percentage of childhood obesity in America’s children, and a 
task force was set in place to identify key factors in the increase in childhood obesity. 
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During this era, The National Football League launched “Play 60” in 2007 as a way to encourage 
children to engage in physical activity for at least 60 minutes a day. The initiative “is designed to 
tackle childhood obesity by getting kids active through [various] programs, online child-targeted 
outreach..., and many partnerships with like-minded organizations” (NFL.com, 2009). “Play 60” 
partners with many different programs to spread its reach, including the American Heart 
Association, the White House and many NFL players. “Our players recognize the value of 
staying healthy and it's important that young fans also understand the benefits of exercise,” said 
NFL commissioner Roger Goodell. 


“Play 60” makes for the perfect sports PR campaign as it brings in the personalities of 
professional sports and uses a long-standing institution in America and its influence to help 
combat the onset of obesity in children. The Super Bowl is consistently one of the highest 
watched events of the year and the NFL has enormous reach. The NFL encourages people to 
help kids play, donate to the cause, volunteer at kid’s activities, and educate the youth about the 
importance of activity in their daily lives to maintain a healthy lifestyle. 


Research Summary 


Upon the turn of the century, scientists began to take note of the increase in childhood obesity 
and publicized their research in order to increase awareness of the growing issue. 
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e National Heart, Lung, and Blood Institute: Childhood obesity is deemed a major problem 
in the U.S. and the surrounding world (2006). 

e Center for Disease Control (CDC): Published research documenting increasing 
prevalence of obesity in children in years grouped as follows: 1971-1974, 1988-1994, 
1999-2000 (2000). 

e The White House: Michelle Obama’s “Let’s Move!” campaign demonstrates the actions 
necessary to flatten the curve of childhood obesity rates so that levels can return to a 
normal and healthy amount (2013). 


A lack of awareness about the problem of childhood obesity is constantly cited as a primary 
issue. Researching better vehicles to reach the correct publics (Television, Print media, Radio, 
etc.) would be the primary goal, ensuring the message reaches its fullest potential. 


Objectives 


1. To increase public awareness of childhood obesity and inform people on ways to reduce 
risk of obesity through 60 minutes of physical activity a day. (informational objective) 

2. To get kids active through in-school, afterschool and team-based programs, online 
child-targeted outreach on NFLRUSH.com, and many partnerships with like-minded 
organizations. (motivational objective) 


Target Audience 


The NFL's “Play 60” campaign is focused on getting youth active for 60 minutes a day. The 
campaign features a commercial showing Cam Newton conversing with a young boy. The child 
in the commercial expresses his desire to take over Newton’s job one day when he is big and 
strong. The message is clear, succinct, and simple. Because youth is the target audience, this 
marketing campaign focuses its efforts on including recognizable celebrities and clear 
messaging. It includes young boys and girls, trying to inspire them to be active. A second target 
audience includes parents and coaches. The “Play 60” website describes ways for adults to help, 
such as donating, coaching a flag football team, or volunteering in the community. Targeting kids 
who watch television is an effective strategy. Seeing commercials about famous athletes playing 
outside will cause children to copy the behavior. 


Strategies 
e@ The NFL partnered with the American Heart Association to create a number of health and 


wellness programs for youth in over 73,000 schools nationwide. By integrating “Play 60” 
supported curriculum in communities, children will have the ability to boost their activity 
levels during the school day or in extracurriculars, all while becoming inspired and 
educated on how to best pursue a healthy, active lifestyle at home. 
e Key Messages the campaign wants to get across to target audience: 
o It’s fun to be fit! Being physically active doesn’t have to be boring; participating 
in “Play 60” gives youth the opportunity to have fun and lead an active lifestyle. 
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o Help tackle childhood obesity. This invites the target audience to combat 


childhood obesity alongside the NFL. By taking part in the “Play 60” initiative, 
you can help educate the public and lower the rising numbers of children affected. 


e Factors of communication the campaign utilizes effectively: 
o Celebrity and athlete endorsements- The NFL uses many of their players to 


Tactics 


promote the “Play 60” initiative through commercials and guest appearances. 
Players like Tom Brady and Cam Newton have taken part in educating youth on 
the benefits to staying active. 

Media company partnership- NFL “Play 60” partnered with GoNoodle, a 
media and entertainment company. GoNoodle offers free “Play 60” themed 
videos, lessons and activities to get kids across the country moving. GoNoodle 
also offers a blog to connect youth and their families. 


1. Virtual Programs 


a. 


The week of Super Bowl LV, NFL and AHA hosted a virtual “Play 60 Kids Day” 
to inspire kids to get active with their classmates. The 42-minute-long virtual 
program included a series of follow-along exercises and activities displayed by 
players, cheerleaders and mascots from the NFL’s 32 clubs. ‘Kids Day’ itself was 
hosted by Lex Lumpkin, an actor from the popular children’s network, 
Nickelodeon. 

In 2017, the NFL hosted a “Play 60 Challenge Virtual Field Trip.” The event was 
live-streamed from Houston for students in classrooms across the country. 
Houston Texans players and representatives from the American Heart Association 
taught viewers the science behind cardio and strength exercises. 2,829 classrooms 
live-streamed the tour and 257,439 total students were reached. 

The goals of virtual programs like “Play 60 Kids Day” and the “Play 60 Virtual 
Field Trip” are to increase outreach and public awareness of the “Play 60” 
initiative. 


2. In-school Nutrition Program 


a. 


The National Dairy Council co-launched “Fuel Up to Play 60” with the NFL. In 
collaboration with America’s dairy farmers and the U.S. Department of 
Agriculture, FUTP60 encourages youth to consume nutrient-rich foods and 
achieve at least 60 minutes of activity a day. FUTP60 is the nation’s leading 
wellness program and focuses on fuelling the “mind, body and planet.” FUTP60 
hosts events, creates contests, and offers free resources for students, educators and 
parents on their website. 

i. FUTP60 created the “Time to Milk It!” Campaign in Spring of 2019. 
Students and educators sent in videos to showcase how milk helps them do 
amazing things. Videos included students wearing FUTP60 merchandise, 
playing instruments, making homemade recipes, and being active with 
their classmates. The hashtag #FuelingGreatness was also used as a way 
for participants to share their photos with “Play 60” on social media. A 
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few local news channels in the NFL’s market cities aired news packages 
featuring students participating in the campaign. 
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3. Community Outreach 
a. NFL “Play 60” partnered with the Munoz Agency to create “Character Camps” 
that emphasize exercise, teach football skills, and reinforce the importance of 
character in both sports and life. Character Camps are a part of the NFL’s hispanic 
outreach initiative. More than 20,000 youth across the country have been taught 
the importance of staying active at least 60 minutes a day at “Play 60” Character 
Camps. In 2016, seven camps were hosted in NFL markets in Chicago, Los 
Angeles, Miami, New York, Oakland, San Diego and Washington. Each camp 
welcomed approximately 300 Hispanic youth, aged 9-13. 
4. Social Media 
a. “Fuel up to Play 60” circulates the hashtag #FuelingGreatness on Instagram and 
Facebook for parents, educators and athletes to share “Play 60” key messages. 
The hashtag has over 5,000 posts, including a celebrity endorsement from New 
Orleans Saints defensive end, Cameron Jordan. Posted on Jan. 1, 2022, Jordan 
and his family are seen making a healthy breakfast together while reiterating the 
importance of “fueling your game,” a “Play 60” message that informs youth on 
the importance of a healthy meal. The hashtag is also used as a way for users to 
share photos for FUTP60 campaigns and contest entries. 


#fuelgreatness 
7,085 posts 
5 


Screenshots from Cam Jordan's Instagram 


5. Ambassadorship contest 
a. NFL “Play 60” created an annual Super Bowl contest in partnership with 

Danimals called “NFL Play 60 Super Kid.” This is an ambassadorship 
opportunity to reward youth for their commitment to the “Play 60” initiative and 
dedication to a healthier school community. Eleven-year-old Aubrey Anya was 
the “Play 60 Super Kid” for the 2022 season. Along with being the official NFL 
Play 60 Ambassador, Anya served as Good Morning America’s Kid 
Correspondent throughout the week of the 2022 Super Bowl. She participated in 
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community events leading up to Super Bowl LVI, as well as interviewed players 
and celebrities on the red carpet. On Feb.13, she was recognized during the 
second half of the Super Bowl at SoFI Stadium on NBC. 

b. The goal of the “Super Kid contest” is to encourage and reward participation in 
“Play 60” programs. 


Evaluation 


1. Track and review the analytics of the NFL’s “Play 60” virtual portion of the 
campaign, the app and website, to increase public awareness of childhood obesity. 
a. In ascreen-oriented world, children can still access resources to promote a daily 
dose of active play. 
i. The app typically engages kids ages 6-14 which utilizes our target 
audience demographic of kids who access technology. 
ii. In 2016, the number of total downloads was 1,134,639. 
iii. In 2016, the app was ranked #1 in iPhone rankings for kids ages 9-11. 
b. Analyze the CTR of the “Play 60” tab under the initiatives link on the official 
NFL website. 
2. Track and review the lifestyle changes the “Play 60” campaign has had on 
participants and getting kids active. 
a. The NFL, through “Play 60”, has directly impacted the accessibility of over 38 
million children to resources to form healthier habits. 
i. The NFL has constructed over 265 youth fitness zones across the United 
States since the campaign’s launch in 2007. 
ii. NFL’s “Play 60” held a virtual field trip in 2016 which was viewed by 
257, 439 students promoting the importance of healthy eating and daily 
physical activity featuring NFL players and their routines. 
b. Continue to track the number of resources “Play 60” adds to the campaign, and 
the utilization of those resources, for kids of all interest areas. 
i. In 2016, the NFL and Shriner’s Hospitals for Children began working to 
create a free NFL “Play 60” All-Ability guide to reach children of all 
physical and mental ranges. 
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